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Characteristics: Has conical horns which 
are never shed. Due to remarkable length 
of neck, its head is often eighteen feet 
above the ground. 


Habitat: Africa 


“T have called this principle, by which each slight variation 
if useful, is preserved, by the term natural selection” * 


PHYSETERIDA MACROCEPHALUS 





Characteristics: Largest of all mammals. 
Size of head equals 4 to % of whole whale; 
the lower jaw is long and narrow and is 
furnished with row of thick conical teeth. 
Habitat: Japanese Seas and Pacific Ocean 





TRANSPORTE MODERNO 





Characteristics: Articles on transport and 
materials handling provide ideas on tech- 
niques and equipment which help solve 
present transport problems and plan future 
growth. 

Habitat: 21 Latin American republics; 
25,120 circulation. 


Charles Robert Darwin 
Origin of Species 


MYRMECOPHAGA JUBATA 





Characteristics: The great ant eater, seven 
to eight feet long, has a long, slender 
muzzle, small mouth and protractile tongue 
which can be insinuated into ant hills. 
Habitat: South America 











Characteristics: Hairy pelican uses lower 
mandible as a scoop net. When raised to a 
perpendicular position the water runs out 
and fish is swallowed. 

Habitat: Seas of Europe and Asia 





SERVICIOS PUBLICOS 
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Characteristics: Information on public 
works, environmental sanitation, communi- 
cations and administration for both politi- 
cal and technical officials in government. 
Habitat: 21 Latin American republics; 13, 
800 government circulation. ; 





CHAMOELEO VULGARIS 





Characteristics: Eyes can be moved sepa- 
rately and can look in opposite directions 
at same time. Tongue at rest appears like 
fleshy tubercle but can be protruded sud- 
denly to a distance equal to the length of 
body. 

Habitat: Southern Europe 


% Darwin’s Natural Selection applies to competition 
overseas today. Alert companies in the United States 
and Europe advertise in Transporte Moderno, Servi- 
cios Publicos and Modern Government with excel- 





MODERN GOVERNMENT 


UP-JUIUST- Vela MUrl-lolel)\] 





Characteristics: An English language 
counterpart of SERVICIOS PUBLICOS en- 
ables government officials to use modern 
planning, methods and equipment. 

Habitat: 70 countries in Asia, Africa and the 
Middle East; 9,851 government circulation. 


EXPORT PUBLISHERS CO., INC., 134 East 59th Street, New York City 22, N. Y. 





HALMATURUS LANIGER 





Characteristics: The tail is used for equilib- 
rium and for means of propulsion. Kangaroo 
can make leaps of up to thirty feet. The 
female produces only one young, carried in 
pouch. 

Habitat: Australia 


lent results. If the markets covered by Transporte 
Moderno, Servicios Publicos and Modern Govern- 
ment are important to you please send for details 
about these publications. 















Revolving about the stimulating theme, “Manage- 
ment’s Greatest Challenge — International Market- 
ing”, the 12th Annual 
I.A.A. Congress reflects the 
tremendous growth of in- 
ternational operations and 
coincidentally the maturing 
of the I.A.A. as an inter- 
national organization. The 
challenging three day ses- 
sion at the Waldorf-Astoria 
Hotel in New York is the 
most important interna- 
national marketing event 
of the year. It is a fitting 
climax to the end of the 21st year of Association 
activities. 

The 1960 Congress has been carefully developed 
to match the growing size and importance of inter- 
national business. More than nine months of detailed 
planning has been carefully designed to present a 
thought-provoking background for top management 
to review their international marketing operations. 

Under direction of Mr. Allen Reffler of Life Inter- 
national Editions and Chairman of the 12th Congress, 
a program was set-up to develop broader manage- 
ment participation than found in the past sessions. 
Three separate size meetings were planned; General 
Sessions, Panel Discussions and Round ‘Table 
Seminars. Principal speakers for the general sessions 
were requested to fit their particular activity into the 
complete international marketing function. 

According to Jere Patterson, President of Jere 
Patterson & Associates and Chairman of the Panel 
Discussions, a program was developed for panel ses- 
sions to foster active discussions on the subjects pre- 
sented in the general sessions. Panel topics were se- 
lected to ensure participation by a wide cross-section 
of delegates. Principal speakers in the general sessions 
were requested to be present at the panel discussions 
of his subject to expand on his comments and, if need 
be, defend his statements. Professionally trained con- 
ference leaders were selected to moderate the panel 
sessions in order to insure an active pace. 

Thirdly, round table sessions were set-up for dele- 
gates to participate in lively give-and-take seminar- 
type industrial discussions. Pre-convention attendance 
questionnaires were distributed to determine the three 





C. V. Pickering, Jr. 





12th eeunaal \AA CONGRESS... 


leading problems each delegate wished discussed. 
Ken Walters, Chairman for the Round Table Work 


Deputy Chairmen 


Shops, announced that each 
round table session will 
include specific marketing 
subjects programmed in ad- 
vance. Furthermore, each 
session would also include 
free-wheeling discussions 
around the leading prob- 
lems within each industry 





group as determined from 
the questionnaires. 
By means of these three 


Sylvan M. Barnet 


size sessions . . . general, 
panel and round table . . . delegates will be able to 
carry through specific subjects and problems from 
their inception to a finished conclusion. The Congress 
Committee has devised this unique program with 
the thought that regional and chapter programs might 
adopt similar techniques. Special meetings on specific 
subjects — by industry or function — might be 
planned by a regional organization to exchange ideas, 
develop new techniques or solve problems along the 
lines of the 12th Congress. 

Chairman of the 12th Annual Congress is Allen 
Reffler of Life International Editions. Assisting Mr. 
Reffler as Deputy Chairmen are C. V. Pickering, Jr. 
of Union Carbide International Company and Sylvan 
M. Barnet, President of Barnet and Reef Associates, 
Inc. 

For the first time, the Congress is being held in 
the world famous Waldorf-Astoria Hotel in New York. 
Excellent facilities insure that no two sessions will 
interfere with one another. The general sessions will 
be held in the Starlight Roof with the round tables 
held in private suites or partitioned larger rooms. 

The award for the 1960 International Advertising 
Man of the Year goes to Mr. Shirley F. Woodell. Mr. 
Woodell has traveled from North Carolina with his 
charming wife to receive the award at a luncheon 
session. 

Mr. Woodell is a charter member of the Association 
and in 1938 was elected the first president. During the 
past two decades, he was elected to the Board of 
Directors on two occasions and has also held the 
position as chairman of the Annual Convention. 

(Continued on page 12) 
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iTt’S UP TO YOU... 


This marks the first issue of our new I.A.A. publi- 
cation, INTERNATIONAL ADVERTISER. As the official 
magazine of the Association, the new publication has 
as its purposes the objectives as stated in our Consti- 
tution. Briefly, they are: 


1. To elevate the standards and effectiveness of 
international advertising. 


2. To extend the knowledge of effective interna- 
tional advertising so it will make the greatest 
contribution to marketing of products, and 
hence to raise the standard of living throughout 
the world. 


3. Promote the business and career interests of 
Association members, and increase the mem- 
bership of the Association. 


4. Lead the growth and development of interna- 
tional advertising and especially of the Inter- 
national Advertising Association; enhance its 
prestige, amplify its effectiveness, report its 
activities, and facilitate the interchange of useful 
ideas and information among its members. 
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We are an organization of people. The sum of what 
each of us contributes, individually and collectively, 
represents the Association. And just as the Associa- 
tion is people, so is the INTERNATIONAL ADVERTISER. 
What you do with it—how and when you do it — 
the support you give it—or the scorn you may show 
towards it, all reflect one thing —the pride you have 
as a member of the I.A.A. If the new publication is 
successful the success rests with the Association; 
if it is not, the failure reflects not only the Association 
but each of us. It is a great challenge to grow —to 
develop new ideas and new techniques — to begin a 
new publication. Do each of you as members accept 
the challenge? We hope so—it represents success. 


SPECIAL ISSUES PLANNED 
FOR JULY AND AUGUST... 


Two especially attractive issues of the INTERNATIONAL 
ADVERTISER are planned for July and August. 


The July Issue will be a colorful presentation of 
the Official Proceedings of the 12th Annual Congress. 
This issue, packed with Congress photos, will feature 
eight important talks from guest speakers, six thought- 
provoking panel discussions and 11 round table work 
sessions on specific industries. The issue will represent 
more than 50 pages and pictures of the latest thinking 
in international marketing and advertising circles. 


The announcement of newly-elected Association 
officers for 1960-61 term will also be featured in the 
July Issue. 


The August Issue will be devoted to the complete, 
detailed media survey conducted over the past 12 
months by the I.A.A. Research Committee. Monroe 
Mendelsohn, President of Monroe Mendelsohn Re- 
search, is chairman of the Research Committee and 
coordinator of this huge project. Media reports from 
22 countries are expected to be organized and pre- 
sented in tabular form. Page 5 contains a preliminary 
report from the Research Committee. 


Both issues offer outstanding advertising oppor- 
tunities. Each will be a valuable permanent reference 
which will be read and re-read throughout the year. 
And these extra-large volumes mean more advertisers 
will have the opportunity to present their sales mes- 
sages. Contact the Association Headquarters today to 
reserve your advertising space. 














12 ELECTED TO THE 


NEWLY-ELECTED DIRECTORS-AT-LARGE 


Miss Elaine Henno, 
Advertising and 
International 
Division, Owens- 
Corning Fiberglas, 
New York 








os 
Thomas W. Hughes, 
» President, 
“ National Export 
Advertising 
Service, Inc., 
New York 


H. L. Hulbert, 
Supervisor Non- 
Vehicle Product 
Information, 
General Motors 
Overseas 
Operations, 
New York 


Joseph V. Rintelen, 
Vice-President in 
Charge of 
Advertising, 

The Coca-Cola Export 
Corporation, 

New York 








John E. Loughran, 
Vice-President, 

S. S. Koppe and 
Company, 

New York 











Board of Directors 


As provided in the By-Laws of the Association, five directors-at- 
large and seven regional vice-presidents were elected for a term 
of three years beginning June Ist. The election, largest in the 
history of the Association, found more than 65 per cent of the 
membership casting ballots. 

Seven new regional vice-presidents were also elected. They 
were selected by members in their respective territories and will 
also serve on the Board of Directors. 


NEWLY ELECTED REGIONAL VICE-PRESIDENTS 


NORTHERN SOUTH AMERICA: Joseph Novas, Jr., President, Pub- 
licidad Novas, Caracas, Venezuela 

SOUTHERN SOUTH AMERICA: Ricardo De Luca, Owner and 
Director, Ricardo De Luca-Publicidad Tan, Buenos Aires, 
Argentina 

CARIBBEAN, CENTRAL AMERICA AND MEXxIco: Augusto Godoy, 
President, Publicidad, Godoy & Godoy, Havana, Cuba 

Far East AND AUSTRALIA: Hideo Yoshida, President, Dentsu 
Advertising Ltd, Tokyo, Japan 

MIDDLE EAST AND SouTH ASIA: Michel Touma, Commisariat 
General au Tourisme et a L’Estivage, Beirut, Lebanon 

EASTERN UNITED STATES: Richard L. Burt, Director of Public 
Relations, The Yoder Company, Cleveland, Ohio 

WESTERN UNITED STATES: Fitzhugh Granger, Manager Mer- 
chandising Services, International Harvester Company, 
Chicago, Illinois 

Ballots and proxies for at-large directors were also sent to 
European members. With the establishment of the European 
Council of the I.A.A., the election of council members and regional 
vice-presidents from Europe is conducted in Europe. Due to an 
unavoidable delay in checking the European section of the 
membership roster, the elections of the European Regional Vice- 
Presidents are not complete. 

The new at-large directors succeed the following who have 
served the Association faithfully these past three years and whose 
terms expire on May 3lst: 

Archibald L. Beyea, Vice-President, Gotham-Vladimir Ad- 
vertising Inc., New York 

A. S. Hart, Vice-President, The Quaker Oats Company, New 
York 

A. M. Martinez, President, Caribbean Networks, Inc., New 
York 

Thomas M. Quinn, President, Quinn-Lowe, Inc., New York 

Dr. Eric W. Stoetzner, Director. Foreign Advertising, The 
New York Times, New York 
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RICHARD T. TURNER has been elected the new Execu- 
tive Director of the United States Inter-American 
Council, Inc. The Council is the U.S. section of the 
Inter-American Council of Commerce and Production 
made up of Western Hemisphere commerce and in- 
dustry associations, companies and individuals .. . 
International Electronics and Electronica International 
reports these staff appointments; HuGH M. HyDE, 
publisher, RICHARD G. LURIE, editorial director and 
BERNARD ZINOBER, managing director . . . The Inter- 
national Congress Of Outdoor Advertising will be held 
in Toronto, Canada, July 11-16... Joshua B. Powers, 
Inc. has been appointed North American advertising 
representative for the morning daily El Pais in Calli, 
Colombia ... STEPHEN A. MANN joined the American 
Broadcasting Company as Sales Manager of its Inter- 
national Division . . . ROBERT LAPTHORNE has been 
appointed by Fremantle International to service the 
company’s television accounts in Australia 

Standard Rate and Data Service, Inc. has introduced a 
new service, Medios Publicitarios Mexicanos. The 
service lists all major Mexican media as well as se- 
lected American newspapers, radio and television 
stations serving the Mexican and Central American 
markets. Future plans include expansion of the service 
into other Latin American areas... Inter-Relaciones, 
S.A. of Caracas, Venezuela, has announced the opening 
of a new office in New York City ... WILLIAM RHETT 
and NICASIO SILVERIO have formed a new advertising 
agency, Colon. S.A., de Publicidad in Madrid, Spain... 
American Machine and Foundry has retained Barnet 
and Reef Associates for their international public rela- 
tions activities ... A new advertising monthly Euro- 
media has been launched in Belgium by the Centre de 
Recherches et de Documentation sur les Techniques 
de Diffusion et de Communication . . . The Alitalia 
Airlines account moved to Gardner Advertising Com- 
pany, New York, effective June 1... A. H. ZINKAND 
has been placed in charge of international advertising 
of the Tidewater Oil Company, Los Angeles, Cali- 
fornia ... WILLIAM J. VAN BUSKIRK, formerly with 
Pan-American World Airways, has been appointed 
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Argentine Chapter 
Formed 


The Board of Directors has approved the charter 
for the formation of the Argentine Chapter of the 
I.A.A. The Argentine Chapter is the sixth in the 
family of Association chapters and the third formed 
in Latin-America. The geographical area covers the 
entire country of Argentina and the Chapter’s home 
office is Buenos Aires. Officers for the 1960-61 term 
have not not been announced. 

Three additional applications for regional charters 
are expected to be approved at the next meeting of 
the Board of Directors. Two, the United Kingdom 
chapter headquartered in London and the France 
Chapter centered in Paris, have recently been ap- 
proved by the European Council. Their formation 
represent the first regional chapters outside the 
Western Hemisphere. Several other European chapters 
will probably be formed before the end of the year. 

A third regional group, the Pittsburgh Chapter, 
is also expected to be approved at the June meeting 
of the Board of Directors. Officers for this group 
have been announced. 

President — William F. Weimer, Director of 
Advertising and Public Relations, Rockwell 
Manufacturing Company 

Vice-President — Weldon L. DeWeese, General 
Manager-Export, H. J. Heinz Company 

Secretary and Treasurer — Robert E. Wenzel, 
Manager of Advertising, Alcoa International, 
Inc. 


advertising manager for Swissair, New York .. . 
SVEN OBERG, director of publicity for Aktiebolaget 
Separator of Stockholm, Sweden, has been elected 
Swedish Advertising Man of the Year by the Swedish 
Advertisers Association . Dick WILLIAMS has 
joined the advertising staff at Pan-American World 
Airways . . . OSCAR CORNEJO of Worthington Cor- 
poration is on a business trip throughout Latin- 
America ... ANDREW VLADIMIR of Gotham-Vladimir 
Advertising, Inc., is spending six weeks in Europe 
in behalf of clients of the agency ... Dr. Rudolph 
Farner, President of Rudolph Farner Advertising and 
Public Relations Agencies, Zurich, Switzerland, and 
Chairman of the Board of the European Advertising 
Agencies, CAMA, will be in New York for the 12th 
Annual Congress. Dr. Farner will also visit Toledo, 
Chicago and Los Angeles. Members who wish to 
contact Dr. Farner should do so via the I.A.A. Head- 
quarters Office. 











by MONROE MENDELSOHN 


In past years the Research Committee has collected 
data on the size and nature of EXPORT ADVER- 
TISING expenditures by U. S. companies. I want 
to make it clear that this is not what has been done 
this year. This year your committee began a con- 
tinuing study of the amounts of money spent in the 
various advertising media in individual countries 
throughout the free world. It is our ultimate aim to 
secure these data for every country of the free world; 
further refined to show the breakdown of media 
expenditures by major industry classifications. 

In what way will data like these assist you as men 
who buy or sell or influence advertising in your own 
countries or abroad? First of all let me say that this 
study is designed to be of as much interest and use 
to an I.A.A. member in Japan or France or Brazil 
as to one in the U. S. As a further example, it is de- 
signed to assist the Frenchman who is going to adver- 
tise in France as well as the Japanese or American 
businessman who is going to advertise in France. 
To return to the question of how it will help adver- 
tising people let us first take the case of the man 
who places advertising. A study of this kind will 
show him how the allocation of his budget among 
the various advertising media within a specific country 
compares to other firms in the same industry adver- 
tising in that country. The media representatives can 
use a report of this nature as a basis for estimating 
their “fair share” of an advertiser’s dollar. 

I know there is wide agreement on the importance 
of such data but the big question is how does one go 
about collecting them? We first did a thorough search 
of every likely source of such statistics in New York 
City. We also spoke to a number of members and 
other persons in the field for leads to sources we 
might have overlooked. Next we wrote letters to I.A.A. 
chapters and members overseas describing our project 
and asking for their help. 

Now, I should point out here that, because this 


Preliminary Report of the 


IAA Research 


Committee... 





Monroe Mendelsohn 
Chairman, IAA Research Committee 


project is to be a continuing one and because it is 
truly international in terms of both usefulness and the 
collection of the data, we recognized that we would 
need a standard format to guide future Research 
Committees and to guide overseas members of the 
1.A.A. who would assist us. We decided to use the 
approach which had been carefully worked out by 
the International Chamber of Commerce and which is 
described in their publication, Promotion of Advertis- 
ing Expenditure Surveys by Class of Media on an 
Internationally Comparable Basis. The use of the 
1.C.C. format has the added advantage of permitting 
us to easily use any data developed by that important 
organization. 

In terms of results, we are very gratified at the 
progress we have been able to make in our first year. 
I must add that we have practically no figures which 
show the breakdown of expenditures by Industry 
Groups and this very important refinement of the 
data will be attacked next year. But we have come 
upon a great deal of reasonably accurate and up to 
date data on the breakdown of total advertising ex- 
penditures by media for a number of countries. As 
of this date we have such data for: Belgium, Brazil, 
Canada, Denmark, Finland, France, Iran, Japan, 
Norway, South Africa, Sweden, the United Kingdom 
and the United States. We expect to receive shortly 
data for Argentina, Austria, Curacao, Germany, India, 
Ireland, Mexico, the Netherlands, the Philippines, 
Switzerland and Uruguay. 

In addition, for many of these countries we have 
data for more than one year. We will thus be able to 
project some trends on both the growth of total adver- 
tising expenditure as well as the distribution of these 
expenditures among the various media. 

Because we have had to correspond further with 
many of the countries whose data we have already 
received to clear up questions as to the manner in 

(Continued on page 12) 


JUNE © INTERNATIONAL ADVERTISER © 5 

















NEW YORK... 


The Chapter’s regular monthly meeting featured the 
Association’s annual President’s Message, Secretary’s 
Report and Treasurer’s Report. An extra-large delega- 
tion heard Elmo C. Wilson, Acting President of the 
Association, present the Annual Report in behalf of 
President Vincent Tutching. Mr. Wilson noted the 
progress over the past year and called special atten- 
tion to the new by-laws of the Association, which, 
he said, “... were a big step in making the I.A.A. truly 
international”. He also called attention to the forma- 
tion of regional chapters and the European Council, 
the Caracas Convention and the rapid pace at which 
the Association is growing. 

Mr. James L. Gilbert, 
Executive Secretary, and 
Mr. H. Earle Braisted, 
Treasurer, also present- 
ed their annual reports. 
Of particular impor- 
tance, Mr. Braisted an- 
nounced the Association 
will spend five or six 
thousand dollars more 
than its income for the 
1959-60 fiscal year. He 
noted the reasons for the 
deficit concluding that 
the money was well 
spent. On the positive side, the Association has a 
healthy surplus and Mr. Braisted dismissed the deficit 
as “seed money invested in the future”. The tentative 
budget for 1960-61 has been prepared and a surplus 
is expected to result from our 1960-61 operations. 





Andrew Karnig 
Chairman of the N. Y. Chapter 


In a second meeting, New York Chapter Officers 
for the 1960-61 term were elected. The newly-elected 
group include: 


Chairman — Andrew Karnig, Director of Adver- 
tising, Bristol-Myers International 


Vice-Chairman — Bernard Musnik, President of 
Publicis Corporation 


Treasurer — Hugo D’Amato, Eastern Manager of 
American Exporter Publications 


Secretary — Miss Caroline Stella, International 
Media Director of J. Walter Thompson 
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Left is outgoing Curacao Chapter President, R. J. Dovale; center, 
guest speaker S. G. M. Rozendal; right, the new Curacao Chapter 
President, Boris Frank. 


CURACAO... 


The officers of the Curacao Chapter for the 1960-61 
term were elected at the chapter’s monthly luncheon 
session. The newly elected group include: 


President — Mr. Boris Frank, Bartell Broadcast- 
ing Corporation 

Vice President— Mrs. Robert S. L. Maduro, 
S.E.L. Maduro and Sons 


Treasurer — Mr. Jan G. Nieuwenhuijzen, Su 
Provecho Advertising Agency 
Press Officer — Mr. J. P. B. Vierveyzer, Carab 
Librarian — Mr. R. J. Dovale, R. J. Dovale Ad- 
vertising 
Highlight of the meeting was a talk by Mr. S. G. M. 
Rozendal of the Curacao Economic Development 
Group entitled “The Role of Advertising and Promo- 
tion in Economic Development”. 


PITTSBURGH... 


William F. Weimer, President of the Pittsburgh Group, 
announced at the monthly luncheon meeting that the 
group has reached 25 members and an application 
charter for the Pittsburgh Regional Chapter will 
be forwarded to Association Headquarters. Guest 
speakers at the luncheon were Newton Heston of 
the Pittsburgh Office of the U. S. Department of Com- 
merce and Jere Patterson, President of Jere Patterson 
& Associates. Mr. Patterson’s talk covered the entire 
field of managing and planning advertising in inter- 
national markets. 





Pictured is a view of the first panel session held by the Caracas Chapter. 


CARACAS... 


The Venezuelan Chapter has successfully started a 
series of monthly panel discussions devoted to specific 
advertising and marketing problems. The first panel 
meeting concerned radio and television and included 
discussions by agency, advertiser and media personnel. 
The panel had as its moderator Juan Francisco 
Rodriquez of Radio Continente and included Antonio 
Rodriquez of McCann-Erickson, Luis Guillermo Vil- 
legas Blanco of Bolivar Films and Alfredo Ferrara 
of Radio Caracas TV. 


PARIS... 


More than 50 members and guests in the Paris area 
attended a successful luncheon meeting to formulate 
plans for the France Chapter. Mr. Rene Giraud, Presi- 
dent, Promos Publicite, presided over the session. 
Guest speaker was Mr. James Goodson, Managing 
Director of Compagnie Francaise Goodyear. 

It was announced that a charter for regional status 
will be forwarded to the European Council and to 
Association Headquarters for approval of the France 
Chapter. 





Joe Novas (left), President of the Caracas Chapter, is shown presenting 

a plaque to Jose Eduardo Mend in recognition of his outstanding 

job as coordinator of the First Latin-America 1.AA. Convention held 
this past February. 





Left-to-right are James Goodson, Rene Giraud and Henri Jegu, 
President of Agence Jegu and Secretary of the Paris group. 
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Today, in tens of thousands of theaters throughout 
the world, people will see and be affected by theater 
advertising. A young couple in Trinidad will see an 
ad for a U.S. compact car. Near a sugar central in 
Puerto Rico, a manager of a sugar processing plant 
will see a commercial explaining a new chemical im- 
portant to his industry. In a downtown theater in 
Panama City, a young working girl will see a sparkling 
display of the latest California styles of a well-known 
bathing suit. The film will, of course, speak to them 
in their own language. 

International theater screen advertising is gaining 
increased recognition as a major, effective and growing 


Screen Publicity Association. These two organizations 
cooperate each year in holding the International Ad- 
vertising Film Festival. This year the festival is being 
held in Venice, Italy, in June. 

It is difficult to give a complete concept of the 
total size of the theater screen advertising industry 
around the world, but a few facts will help give an 
impression of its scope: 

a. In France, the amount spent on theater adver- 
tising is estimated to be about 16% of the 
total spent on all types of advertising. 

b. In 1958, the Overseas Production Unit of Pearl 
& Dean of London made 1400 films in 30 
languages. This is in addition to more than 700 
television and theater commercials made for 
their domestic market in the British Isles. 
Each month International Screen Advertis- 


e. 
. ing Services publishes a list of new films put 
into distribution by its members. Here are 
some totals: 


on International Cinema Advertising 


by KENNETH A. SILVER, New York Manager, Alexander International 


medium. It is often thought that theater advertising 
is restricted only to the showing of “spot” commercials 
on the theater screen. However, in many world mar- 
kets, in addition to showing spot commercials we find 
that they are also running soft-sell short subjects, and 
newsreels containing paid-for news items such as the 
opening of a client’s store or similar promotional 
activity. Ever growing in importance is the use of 
theatres for merchandising. This includes giving out 
samples, distributing redeemable coupons and also 
lobby displays. The last three activities are generally 
tied in with conventional spot commercials on the 
screen. 

Cinema advertising is world-wide. The latest esti- 
mate is that there are 140 markets in which theater 
advertising plays an important role. As such markets 
grow in importance, an organization devoted ex- 
clusively to handling cinema advertising usually is 
formed. These theater advertising factors are grouped 
together into two world-wide organizations. The oldest 
is the International Screen Advertising Services with 
headquarters in London, England. This organization 
has more than 21 large theater advertising concerns 
as members and through them theater commercials 
can be booked in more than 100 world markets. 

The second world organization is the International 
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(1) Blaze Advertising Service of Bombay, 
India, announced 62 new films entering 
distribution in December, 1959. 

(2) Ina recent month, Movierecord of Madrid, 
Spain, listed 30 new theater films going 
into distribution. 


(3) Lowe, Argentina of Buenos Aires com- 
menced distribution of 24 new films in 
January, 1960. In December, 1959, they 
showed 42 new films on their distribution 
list. 

(4) In the 1957 Advertising Film Festival 655 
films were considered worthy for entry. 
They came from 159 producers represent- 
ing 18 countries. The number of film entries 
and producers represented has grown in 
each successive festival. More than 900 
films are expected this year. 


What about the films themselves? One immedi- 
ately notes that advertising in cinemas is almost 
completely in COLOR. Films are designed to take 
advantage of the large screen and generally tend 
toward a softer sell with emphasis on amusement 
values. This is out of respect to the “captive” nature 
of their audiences. 


There are two main types of theater advertising: 
individual placement and package plans. Individual 
placement means that one orders a specific commer- 
cial exhibited in a specific theater for a specific time 
period. Package purchases involve either a number of 
theaters on a set circuit or the use of an entertainment 
vehicle such as a sportsreel, newsreel or revista short 
subject to encapsulate the commercial. Once spliced 
into such a short subject. the advertising film remains 
part of it during all its bookings. 


One must evaluate the audiences reached by both 
systems in relation to the product being advertised. 
Generally speaking, package plans tend to reach more 
people at a lower cost-per-thousand than does indi- 
vidual placement. The cost per thousand for some 
packages is remarkably low. For example, the Cine 
Mundial revista circuit plays 336 theaters throughout 
Colombia at a cost per thousand of (US) $1.15 for 
a one-minute film. 


It is frequently misleading to make overall generali- 
zations, but the tendency is to advertise high-ticket 
or luxury items through specific cinema placements 
and widely sold consumer products through package 
plans, especially those in which the commercial is 
encapsulated in a sportsreel or a revista. 


It is generally conceded that theater advertising has 
many “plus” values in terms of its quality of impact. 
To mention a few, there are the advantages of the 
large screen size, the vivid colors which do so much 
for package and product identification, the complete 
absence of messages for competing products, the 
relatively few other commercials shown on the pro- 
gram, and the power of movement, product demon- 
stration and sound. 


Unfortunately, when media comparisons are put 
in recommendations for client consideration, the com- 
parative cost-per-thousand figures assume major im- 
portance. 

One major factor of theater advertising which 
does not always receive the notice that it deserves 
is the essentially “captive” nature of the audience. 
A very accurate determination of the “readership” 
of a given ad is possible if the theater attendance is 
known. And, in most markets, this figure is available 
and reasonably accurate. 


Professional theater advertising organizations have 
come to recognize that only through furnishing de- 
tailed audience data and accurate attendance figures 
will advertisers continue to invest their advertising 
budgets in cinemas. Information — accurate informa- 
tion —is a prime factor in the growth of the whole 
medium. 


In most markets accurate attendance figures are 
available either from government tax records or from 
the confidential files of theatrical film distributors 
who book their films on a percentage basis. 

International Screen Advertising Services members 
have taken the lead throughout the world in upgrading 
the quantity and quality of theater information. Mar- 
kets, for which two years ago the data consisted of 
only the name of the theater and the rate, are now 
supplying complete information on individual theaters. 
Such information includes: 

a. Theater name and location 

b. Whether features shown are first, second or 

third run 

c. The number of seats and the number of per- 

formances per week 

d. The estimated weekly attendance and the classi- 

fication of the audience. Data is given both as 
to economic level and ethnic group. For ex- 
ample. Hindus in Trinidad or Europeans in 
Lagos 

e. Language is also specified. 

In addition to theater-orientated data, several con- 
cerns —notably Pearl & Dean in London — have 
published market data for the countries in which they 
offer services. Furthermore, studies have been made 
which supply information on theater audiences such 
as age, sex, income level, car ownership, frequency 
of cinema attendance, occupation, and even expendi- 
tures by theater patrons for such items as nylon 
stockings. 

Turning to the question of program control and 
verification, we can report significant strides to reduce 
problems in this area. The professional theater adver- 
tising companies are fully aware that failure to 
perform can severely discourage advertisers. Com- 
panies all over the world are actively undertaking 
programs designed to show theater owners and man- 
agers the importance of accurate performance and 
reporting. Liaison with the theatrical checking organi- 
zations has provided control heretofore unavailable 
to theater advertising. 

One of the major strengths of theater advertising 
is the ability to select the proper theaters which 
attract the type of patrons the advertiser is specifically 
trying to reach. To make these selections the media 
buyer depends on accurate information. It is the basic 
working material from which the conscientious buyer 
fashions a campaign recommendation. 

It is our task to continually work to upgrade and 
enlarge the body of theater data available buyers. 
We recognize our obligation in this matter. 
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12th Annual Congress 
(Continued from page 1) 


The Advertising and Exhibits Committee, with 
Paul Green of Export Publishers Company and 
Charles D’Honau of Life International as Co-Chair- 
man, completed a tremendously successful selling 
operation. This was the first year for advertising 
sales in the Official Congress Program and more than 
60 advertisers placed 63 pages of paid advertising. 
Two editions of the Program have been printed. The 
first edition was sent to the entire membership roster 
during the first week in May; the second edition has 
been brought up-to-date for distribution at the 
Congress. 

The Program is a beautifully printed, bound volume 
of 80 pages. It was produced under the direction of 
Mario Lazo, Jr., of McCann-Erickson International 
and Chairman of the Program Committee. Especially 
helpful in the production of the program were Joe 
Grzymalski, Stan Holt, Virginia Moore and Dennis 
Barry. 

A record number of beautiful exhibits are displayed 
at the Congress. Advertisers, agencies and media from 
around the world are represented in more than 60 
displays. 

More than 27,000 pieces of Congress promotional 
literature has been distributed. The response is evi- 
denced in the record number of 1,500 delegates and 
guests attending the Congress this year. 

The Entertainment Committee arranged a very 
attractive cocktail dance. Two orchestras, one, an 
eight piece dance band and the second, a three piece 
combo, will perform throughout the evening. The 
dance will be held in the Sert Room from 5:30 to 
10:30. Eight attractive airline hostesses from leading 
international airlines will circulate throughout the 
room selling “Funny Money”. Several valuable door 
prizes will be presented at the dance including a hi-fi 
set donated by the Journal of Commerce. 

In addition, special gifts of perfume and stockings 
will be given to the ladies. U.S. Industries and Allied 
Chemical have donated 700 pairs of stockings for 
the ladies. 


DELEGATES FROM INTERNATONAL MARKETS 

AUSTRIA: Johann G. Gratzer, Gesellschaft fiir Wirt- 
schaftswerbung Ges. m.b.H., Vienna 

BRAZIL: Omar Bittar, General Electric-Brazil, Rio 
de Janeiro 

COLOMBIA: John S. Montgomery, General Electric 
de Colombia S.A., Bogota 


>» 
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George Markikes, Manager of the Hotel Curacao Intercontinental, is 

shown greeting Gene Kelley of McCann-Erickson International. Gene 

was the winner of the R. J. Dovale Advertising contest at the 1959 

1.A.A. Convention. First prize was a week vacation at Hotei Curacao 
with a round trip flight via K.L.M. Airlines. 


CuBA: Kenneth D. Campbell, Publicidad Inter-Amer- 
icana, S. A., Havana 

GERMANY: Herman Bruder, Arbeitsgemenschaft Wer- 
beagenturen, Frankfurt A/M 

JAPAN: Bin Ichikawa, Dentsu Advertising Limited, 
Tokyo 

Mexico: Luis G. Dillon, Dillon-Cousins, Mexico City, 
A. Ortega, Lockheed, Mexico City 

PuERTO Rico: Mariano Arroyo Suarez, Editorial el 
Imparcial, Inc., San Juan 

SWITZERLAND: Dr. Rudolph Farner, Rudolph Farner 
Advertising and Public Relations Agency, Zurich, 
Renner Ursala, Rudolph Farner Advertising and 
Public Relations Agency, Zurich 

UNITED KINGDOM: Howard Cox, London Economist, 
London 
E. E. Jones, S. H. Benson, Ltd., London 

TRINIDAD: Sydney Lee, Atlas Advertising Agency 
Thamar Wherrit, Atlas Advertising Agency 





IAA Research... 
(Continued from page 5) 


which the data were collected and because we expect 
to shortly receive data from many other countries 
we decided not to rush into print with a report for this 
Congress which would be unnecessarily incomplete. 
The final report of the Research Committee will 
appear in its entirety in the August issue of The Inter- 
national Advertiser. 

What I do wish to re-emphasize here is that we 
must have the cooperation of the I.A.A.’s overseas 
members if this report is to be as complete as possible. 
The cooperation we have received to date has been 
very gratifying. We need the continued support of 
those who have helped us as well as the aid of those 
who may be reading about this study for the first time. 


First National Advertising 
Convention Held in india 


The First National Advertising Convention in India 
was recently held in Calcutta. For the first time, all 
allied organizations of Indian advertising met to 
discuss problems of mutual interest. Organizations 
participating in the Convention were the Indian So- 
ciety of Advertisers, the Indian Language Newspaper 
Society, the Indian and Eastern Newspaper Society, 
the Association of Advertising Agencies in India and 
the Audit Bureau of Circulation. 

Dr. B. K. Keskar, Union Minister for Information 
and Broadcasting. opened the three day session at the 
Indian Chamber of Commerce Hall in Calcutta. He 
pointed out that advertising has become to be accepted 
as an integral part of mass production and mass 
markets of modern, freely competitive industrial na- 
tions. He also mentioned the tremendous growth of 
advertising in India during the past seven years and 
expects an even more rapid growth as India enters 
the Third Five Year Plan. 

Among the subjects discussed were marketing and 
marketing research, public relations, displays and 
exhibits, outdoor advertising, cinema films, printing 
and production techniques, commercial art and pho- 
tography, and the organization and functions of an 
advertising agency. A special guest speaker was John 
V. Lund, Deputy Director of the United States Infor- 
mation Services in India, whose subject was, “The 
Role of Advertising in the American Economy”. 


World Advertising Congress 
Scheduled for Italy in 1961 


In conjunction with the International Exhibition of 
Works, celebrating 100 years of Italian unity, the 
Italian Advertising Federation plans to organize a 
World Advertising Congress in May, 1961, in Turin, 
Italy. The theme of the Exhibition is “A Century of 
Technological and Social Progress”. 

According to Mr. Dina Villani, President of the 
Italian Advertising Federation, the objectives of the 
Congress are to show what advertising has done during 
the past century to raise the economic standards and 
social development around the World. The Congress 
also hopes to show what advertising has done to 
promote peaceful relations and understanding be- 
tween the people of the world. 

Additional information concerning the Congress 
is available by contacting Mr. Dino Villani, Federa- 
zione Italiana Pubblicta, Piazza Duomo, 19, Milan 1, 
Italy. 





ABABY, VICTOR, Du ~ctor-Owner, The New Amsterdam Store, 
Helfrichplein 12-1, C»racao, N.A. 

ALBEE, Lou H., Advertising Manager, C. A. Norgren Company, 
3400 South Elati Street, Englewood, Colorado, U.S.A. 

ALFARO, GUSTAVE B., Advertising Manager, Nestle (Interna- 
tional), P.O. Box 146, Ridgeway Station, Stamford, Conn. 

ALLEBAUGH, FRANK I., Executive Vice President, Galen E. 
Broyles Co. Inc., 200 Clayton St., Denver 6, Colorado, U.S.A. 

BorRCH-MADSEN, M., Managing Director, Erik C. Eberlin 
Reklamebureau A/S, 11 Landemaerket, Copenhagen K, Den- 
mark 

BRENNER, ROBERT, Managing Director, Publicitas Werbege- 
sellschaft m.b.H., Wohllebengasse 8, Vienna 4, Austria 

Burrows, ROBERT H., President, Burrows-Dormann and Co., 
59 East 54th St., New York 22, N.Y., U.S.A. 

CHOATE, RuFus, Vice President, Gotham-Vladimir Advertising, 
342 Madison Ave., New York 17, N.Y., U.S.A. 

CoLeE, CHARLES A., Representative, The Economist Intelligence 
Unit Ltd., 60 East 42nd St., New York 17, N.Y., U.S.A. 

CORRIGAN, KEVIN, Sales Account Executive, ABC International, 
7 West 66th St., New York 23, N.Y., U.S.A. 

Davip, RALPH R., Director of European Operations, Miller 
Freeman Publications, 370 Lexington Ave., New York 17. 

DEL MONTE, DOMINIQUE, Production and Traffic Manager, 
Hablemos Magazine, 551 Fifth Ave., New York 17, N.Y. 

GILE, JOHN K., Account Executive, Sykes Advertising, Inc., 
617 Williazn Penn Place, Pittsburgh 19, Pa., U.S.A. 

GREGORY, MERRILL CLIFFORD, Account Executive, McCann- 
Erickson, Inc., 318 S. Michigan Ave., Chicago, Illinois, U.S.A. 

GIGUERA MIRANDA, ATILIO, Gerente, Corporacion Radiofenica 
Nacional C.A., Av. 8 No. 72-75, Maracaibo, Venezuela 

HIGUERA MIRANDA, JOSE, Presidente, Corporacion Radiofenica 
Nacional C.A., Av. 8 No. 72-75, Maracaibo, Venezuela 

HUuBBER, HANS, Geschaftfuhrer, Werbeagentur Dr. Hegemann 
GMBH, Immermannstrasse 51, Dusseldorf, Germany 

JARVAD, MARTIN, Advertisement Manager, Aktuelt, Nr. Fari- 
magsgade 49, Copenhagen K, Denmark 

LARKIN, JAMES THOMAS, Business Manager, ABC International, 
7 West 66th St., New York 23, N.Y., U.S.A. 

LARRIMORE, OLGA, Radio Television Director, 25 West 45th St., 
New York 36, N.Y., U.S.A. 

LINDQUIST, CARL G., Manager of District Office, Interstate In- 
dustrial Reporting Service, Inc., 311 Ross St., Pittsburgh 19, 
Pa., U.S.A. 

LINTEN, JO, General Manager and Director, Movierecord S.A.., 
Martires de Alcala, 4,, Madrid, Spain 

RAMSAUER, GERD, Managing Director, Publicitas Werbegesell- 
schaft m.b.H., Wohllebengasse 8, Vienna, Austria 

SOWASH, GEORGE, General Advertising Manager, Edwin L. 
Wiegand Company, 7500 Thomas Blvd., Pittsburgh 8, Pa. 

TAYLOR, WILLIAM DOUGLAS, Manager, International Division, 
Napper, Stinton, Woolley Ltd., 15-19 Great Chapel St., 
London W.1, England 

Tuony, ARTHUR X., Manager of Advertising, IBM World Trade 
Corporation, 821 United Nations Plaza, New York 17, N.Y. 

PAUL, MIRIAM U., Advertising Department, Sylvania Interna- 
tional, 1740 Broadway, New York 19, N.Y., U.S.A. 

VANDUSEN, PHILLIPS BUICK, Account Group Supervisor, Camp- 
bell-Ewald Company, Inc., 488 Madison Ave., New York 22. 

VILMAR, SAMUEL QUADROS, President, CIN—Cia de Incre- 
mento de Negocios Rua Baronesa de Itu, 605, Sao Paulo, 
Brazil 

WEIN, LEOPOLD, Director, Ankunder Ges. m.b.H., Fischhof 1 a, 
Vienna 1, Austria 

OcurRo, AKIKO, Miss, Managing Director, Nitto Agency, 
Asahi Seimei Bldg., 2-1 Yurakicho, Chiyoda ku, Tokyo, 
Japan 
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Rare is the advertising man who hasn’t heard this 
familiar plaint: “But our business is different!” It is 
a natural reaction to believe that something you’ve 
lived closest to— whether some particular product, 
a method of distribution or sales, the kind of customers 
who buy what you sell, or a geographical region — 
has distinctive, indigenous characteristics all its own. 
After all, every mother thinks her child is a very 
special progeny. 


This same preoccupation with being “different” 
often also bedevils international advertising. Every 
international advertising manager knows the protest 
that, in some specific country, a basic approach, theme 
or format “won’t work”, simply because “things are 
different here”. 


Now, admittedly, there are differences among 
countries. Language is only one of these. You also 
have to recognize matters of indigenous cultures, 
local preferences or prejudices, local scenery and 
climate, manner of dress, ethnic appearances. None 
of these can or should be ignored. But, generally 
speaking, most of them may be compensated for with 
rather minor adjustments in the advertising material 
used. There is no cause for attaching mysticism to 
the basic principles of sound international advertising. 
For, as dissimilarities, they are increasingly out- 
weighed by the growing similarities today among 
people everywhere. 


It would be presumptuous to speak for other inter- 
national advertisers. There’s reason to believe, how- 
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Languages 
Differ... 
PEOPLE 
Dont... 


by JOSEPH V. RINTELEN 


Vice President, Advertising Division 
Coca-Cola Export Corporation 
Member of the Board of Directors of the I1.A.A. 


ever, that the experience of the most successful adver- 
tisers have largely paralleled our own at the Coca- 
Cola Export Corporation. We do know that the 
worldwide acceptance and growth of Coca-Cola have 
been accompanied by the evolution of certain primary 
rules, stemming from lessons learned. Furthermore, 
we are still learning through our advertising cam- 
paigns that are being waged in scores of countries 
around the world. 


People, we find, are pretty much the same every- 
where. They share certain common needs, emotions, 
pleasures, ambitions and appreciations. Hence they 
respond equally to appeals rooted in these basic things. 


Last year the newspapers carried a news story about 
a mathematician who has developed a system where- 
by earth people could communicate with other intelli- 
gent beings anywhere in the universe —if the need 
arises. His “language” makes use of various universal 
absolutes in mathematics which are likely to be 
recognized and accepted anywhere. In short, the an- 
swer to 2-plus-2 will be the same on the other side of 
our galaxy just as much as it is in Great Barrington 
or on Guam. 


Perhaps we are more fortunate than many inter- 
national advertisers because we have a single product 
that’s just as universally appreciated as 2-plus-2. It 
supplies the answer to certain human needs found 
everywhere — and whose satisfaction universally 
evokes pleasure. 


Consequently. every successful advertising ap- 
proach, slogan or visual appeal ever used for Coca- 
Cola has incorporated the fundamental creature com- 


forts of refreshment . . . the quenching of thirst .. . 
the pleasant pause from daily routine... the pleasure 
of good taste ... enjoyment of sociability with friends 
and family ...a regard for wholesomeness. These 
benefits are esteemed wherever human beings exist. 
It doesn’t matter whether they wear a turban or a 
parka, live on a tundra or a coral atoll, speak Urdu 
or English. 


Like most international advertisers, we believe there 
are very important dividends in seeking to keep a 
uniformity of advertising appearance around the 
world. In general, these dividends are of several types. 
Through continuity we try to maintain uniformly 
high levels of quality advertising in as many countries 
as possible. At the same time, by this similarity, it 
is possible to expedite the continuing development of 
a uniform brand image for Coca-Cola — one that will 
enhance the prestige and reputation of our product 
with each passing year. 


This is also a practical way of getting more from the 
money allocated to promote Coca-Cola (or any other 
internationally-advertised product). The advantage 
is obvious when you consider how much duplication 
of effort, time and cost can be involved when every 
country attempts to develop its campaigns separately. 
By working together, however, it becomes possible for 
all international advertising to improve steadily on an 
even basis, lessening any gaps between countries with 
the most effective campaigns and those with mediocre 
ones. 


Nor should we overlook that today’s trend toward 
vastly expanded travel and trade around the world 
makes it more vital than ever before to protect a 
clear, identical brand image everywhere. 


Sometimes the opinion is voiced that efforts to 
achieve uniformity within international advertising 
may tend to discourage local creativeness. It depends 
upon how you look at it. Certainly the development of 
individual campaigns, country by country, can be not 
only wasteful but often result in confusing advertising, 
inconsistent brand images, spotty effectiveness, and 
expensive duplication of effort. Such risks are unwise 
to take in today’s pattern of business competition. 


There is, we think, a ready opportunity for creative- 
ness in the selection and use of each country’s most 
suitable advertising media. This goes well beyond any 
local adaptations of international advertising that 
visually adjust for local scenes, racial types, costumes, 
occupations, etc., or for the lingual rendition of copy 
approaches. 


Although themes and appeals may be basically 
similar from country to country, the productive use of 
media does reflect many differences in living habits 
around the world. Here is where the knowledge, in- 
genuity and creativeness of the local advertising man 
comes very much into play. Perhaps no single phase 
of international advertising is more demanding today 
than the training of local advertising personnel in 
successful evaluation and selection of media at their 
disposal. 


In no way does this minimize the vastly important 
role of visual communication in modern international 
advertising. The sheer power of an idea with basic 
human appeal to transcend all barriers of language, 
national differences, and cultural backgrounds is truly 
exciting to witness. It makes possible a whole world 
of common denominators, all keyed to the “sameness” 
of people wherever an advertiser sets out to sell his 
product. Finding these and then expressing them in 
visualizations that universally communicate his mes- 
sage is the prime job of international advertising. 


Perhaps the whole concept behind the case for uni- 
formity in international advertising programs can be 
expressed by simple comparison with a symphony 
orchestra. it has many instruments, and a bassoon is 
certainly not to be confused with a piccolo. But when 
they make music for all to hear, they follow universal 
principles of harmony, each in its own way. The essen- 
tial thing is that they all play the same piece at the 
same time. A successful program of international 
advertising, as we see it, is no different. 


* * * 


(This article was presented in a talk before the Art Directors 
Club of New York at their recent annual meeting.) 


Have You Moved Recently ? 


Members who move from one location to another or 
from one organization to another sometimes wonder 
how their status as members of the I.A.A. is affected. 


Membership is international and a member who 
moves from one location to another is not affected by 
the change except in regard to regional affiliation. 
If the member who moves is associated with a regional 
chapter at his previous location, the move will dis- 
associate him from that chapter. If there is a regional 
chapter at his new location, he will probably wish to 
affiliate himself with this chapter by contacting its 
secretary. 


In addition, please be sure to notify Headquarters 
Office of your move to insure your mailing address is 
kept up-to-date. 
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Advertising History 


THEY LAUGHED WHEN I SaT Down, by Frank 
Rowsome Jr. (McGraw-Hill Book Co., 330 West 42nd 
Street, N.Y., U.S.A.) 181 pages. $7.50. The author calls 
this “an informal history of advertising in words and 
pictures”, and that describes the book about as well 
as any other short phrase. 


While the earliest date mentioned is 1741, which 
is accepted as the date of the earliest advertisement 
published in this country, emphasis is on the period 
from 1890 to date. It was during the last decade of 
the 19th century that magazine circulation, and mass 
advertising really started in the USS. 


The book is well written, and its large page size 
permits the inclusion of good-sized sections of adver- 
tisements that are wonderful to look at and interesting 
to read. One sometimes wishes that the examples had 
been dated, but this is perhaps the most serious fault 
in a book that should be fascinating to anyone in- 
volved in advertising. 


Packaging 


THE PACKAGE, by Mildred Constantine. (Published 
by the Museum of Modern Art, New York, N.Y., 
U.S.A., distributed by Doubleday and Co. Inc., 575 
Fifth Avenue, New York, N.Y., U.S.A.) 40 pages. 
$1.25. This is the catalog of the Museum of Modern 
Art’s exhibition of package design, directed by Miss 
Constantine, associate curator of graphic design, in 
the Fall of 1959. 

For those who are not package designers, this 
booklet offers some interesting examples of packaging 
and some that seem quite eccentric. 


If you missed the show and your area is packaging, 
you will want this item as valuable reference material. 


— 
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Writing 


ON THE WRITING OF ADVERTISING, by Walter Weir. 
(McGraw-Hill Book Company, 330 West 42nd Street, 
New York, N.Y., U.S.A.) 206 pages. $5.00. Mr. Weir, 
a veteran advertising man, has written a book that 
deserves reading and rereading by anybody who has 
anything to do with advertising copy. It is not a 
“how-to-do-it” book; it does not give rules which will 
turn the youngest apprentice into a top-flight copy 
writer. 


It approaches the craft of writing for advertising 
with the same respect as others have approached the 
craft of writing fiction or poetry. It looks upon adver- 
tising as an art with its own stringent rules and 
requirements. 


Good copy, Mr. Weir asserts, can be produced only 
by the writer who approaches his task with sincerity, 
with a respect for what he is doing, with an awareness 
of his responsibility. In these days of sloppy thinking, 
this is a welcome freshness. 


From the final chapter, which Mr. Weir has called 
“A Personal Credo”, we quote the final paragraph: 
“I believe advertising is essentially one human being 
communicating with another; that it is nothing else; 
that it must remain this; and that, unless it does, it 
ultimately fails of its end purpose — which must be 
to benefit, not exploit, mankind. I believe that unless 
this concept underlies the writing of advertising copy 
and the devising of marketing plans, we who write 
the copy and devise the plans fail not only ourselves 
and our profession and our time, but the promise of 
all humanity.” 


PRODUCTIVE THINKING, by Max Wertheimer. (Harper 
and Brothers, 49 East 33rd Street, New York, N.Y., 
U.S.A.) 302 pages. $6.00. In recent years there has 
been much talk about creativity and creative think- 
ing. A good deal of it has been little more than words. 


This book, written by the late Professor Wertheimer, 
of the New School of Social Research, is a stimulating 
examination of the process of thinking. While Pro- 
fessor Wertheimer does not mention advertising per 
se, and confines his examples to math problems, which 
are somewhat easier to define, thinking is basically 
thinking, regardless of the problem that is being solved. 


This is one of those books which are not obviously 
applicable to advertising, but from which any pro- 
ductive worker will get a great deal of benefit, if he 
is willing to invest the time and effort in reading it 
and thinking it through. 
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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We’re glad to be of service. 











CALL THE 
MILLER FREEMAN MAN 





FOR WORLD-WIDE 
MARKET DATA, 
RECENT AND RIGHT 


WORLD @j 
MINING 


WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(No. America). 


February 


PULP & PAPER 
INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 
board industry. Con- 
trolled circulation over 
4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 
(No. America). 


INTERNATIONAL OFFICES 


Portland 5, Oregon 
731 S. W. Oak St. 





Chicago 26, IIlinois 
1791 Howard St. 


San Francisco 5, Calif. 
500 Howard St. 


EX 7-1881 CA 2-1314 RO 5-3420 
Seattle 4, Washington Los Angeles 65, Calif. New York 17, N.Y. 
71 Columbia St. 3501 Eagle Rock Bivd. 370 Lexington Ave. 
MA 2-1626 CL 5-7194 MU 3-9294 
Cleveland 3, Ohio Vancouver 3, B.C. London W. 1, England 
4500 Euclid Ave. 402 Pender St. 130 Crawford St. 
EX 1-4180 MU 5-7287 WEL 3624 


Koin-Merheim, West Germany 
28, Attendorner Str. Phone: 871752 








F Tit WORLD 
) YOUR MARKET 
InIEN NEWOWECK 





1) YUUR MAGAZINE 


Ask your Advertising Agency 





PROOF! In 1959, Newsweek International 
welcomed 183 new advertisers. That’s one of 
the reasons why our European Edition showed 
a 35.9% gain in advertising revenue and a 
25.5% rise in advertising pages over the pre- 
ceding year. In the Pacific, our Edition there 
boomed, too, with a whopping 49% revenue 
gain and a 32.7% advertising page increase. 


EUROPEAN EDITION PACIFIC EDITION 














